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At present,the suitcase market is in fierce competition. With the major market 
occupyed by lots of international brands,other brands have to throw themselves into the 
battle for seizing the market segments, and that led to falling margins more . As some of 
the small suitcase enterprises gradually withdraw from the market , the entire market  
comes back to core value competition. The Marketing strategy  is a multiple-subject, 
which includs marketing, economics, management science, and other disciplines.Referring 
to the research method and results of marketing schorlars from home and abroad, author 
starts from the marketing concept, selects the marketing of suitcase product of Xiangxing 
(Fujian) Bag&Suitcase Group Co.,Ltd (Xiangxing Group) as the research object, 
introduces Xiangxing Group’s marketing situation and development status,based on the 
principal of seeking truth from facts, analyzes the limitations and causations of the current 
marketing system and aims at studying and making out Xiangxing Group’s operative 
marketing strategy andsecurity implementation.In the article,a study on the markeing 
strategy of Xiangxing’s suitcase product not only providestheoretical guidance for the 
Group, direct the future development and the goal, help to its growth and expansion, and 
also gives certain reference value and significance to suitcase manaufacturer or some 
marketing industry. 
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第一章  绪论 
本章将着重介绍本文的研究背景、研究目的及思路。 
第一节  论文研究背景及目的 
改革开放以来，我国箱包产业发展迅速，逐渐成为世界上主要的生产和加
工基地之一。据统计(中国皮具网，2011 年 1 月 7 日)，中国箱包产品年销售
额已达到 5000 亿元，经过 20 年高速发展，全球箱包产品中将近 70％以上属
于中国制造。中国箱包制造业从小型的家庭作坊式的小手工业发端，行业从业












































































































问题提出 相关理论 研究思路与方法 
祥兴公司箱包产品营销环境分析 
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